
Merchandiser of the Year – Public Facility 

Mark Rashell, PGA – The Golf Club at Newcastle 

 

Mark has consistently delivered as a strong merchandiser at both the 

Chapter and Section level. Each year there seems to be a new way of 

delivering an exceptional merchandising experience. This year 

featured a “rolling” rack that had apparel appropriate for both 

location and occasion, such as on the putting green, the practice 

range, or other areas within the clubhouse. As mentioned, offering 

were specific and consistent with the event such as ladies apparel being on the rack during 

Ladies Night. When the women may not have come into the Golf Shop to see the apparel, it 

was brought to them.  

 

Partnering with Titleist during 12 club-fitting Thursdays, hard good revenues with Titleist 

increased roughly 20% to $38k this past year compared to 2016 numbers. While this was a 

repeat program form 2015 and 2016, Mark “added ‘Taylor Made Wednesdays’ and ‘Mizuno 

Fridays’ (same format and experience for the guest) and saw increased sales of 27% in Taylor 

Made ($26,673 in 2017 vs $19,572 in 2016). Mizuno sales totaled $3194 (100% increase from 

2016).” 

 

An effort was made this year to bring in higher priced merchandise to accommodate higher-end 

guests. Additionally custom logoed boxes of Titleist golf balls sold at a premium both made 

memorable gifts for guests as well as helped with sales and margins. While overall revenues are 

projected to be down around 9% from 2016 ($675k projected versus $735k in 2016), retail 

dollars per round were actually slightly up over the last two years meaning simply that rounds 

played (as with most PNW courses due to the poor fall/winter/spring weather) were down 

causing the lower overall sales volume. 

• Merchandise Dollars per Round 2015: $13.65  

• Merchandise Dollars per Round 2016: $14.09  

• Projected Merchandise Dollars per Round for 2017: $14.36 

 

Projected margins remain consistent with prior years as follows: 

• Gross Margin 2014: Hard Goods: 39%  - Soft Goods: 35%  

• Gross Margin 2015: Hard Goods: 39%  - Soft Goods : 38%  

• Gross Margin 2016: Hard Goods: 40%  - Soft Goods: 36%  

• Projected Gross Margin 2017: Hard Goods: 38% - Soft Goods: 36% 

 

Mark highlights his merchandising philosophy with the following five selling methods: 
1. Keep golf shop team members engaged 

2. Take advantage of Holidays and Special events 

3. Commit to selling equipment 

4. Sell to your events 

5. Run member events to build golf shop credit books 

 

Merchandiser of the Year – Public Facility Finalist 

Daryl Matheny – Gold Mountain Golf Complex 


